Best Practice example
in Branding a Wine
Region



new consumer brand.




To reflect
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Category of wine




Research has shown that if we can
get wine lovers to visit...

Experience the lifestyle and
hospitality of
each region

They become fans and this is
where brand loyalty begins.
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A shared

opportunity

Country experience
to life
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A sense of place

Where grape growers
farmers

winemakers

food artisans

chefs

B&B owners and innkeepers




The Wine Country Ontario brand
is the experience of ever

person who interacts
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Our Ontario winemakers shine
their brightest when making

blended wines. They skilfully : ..
~Fan

bring out the best of every
grape, so you can expect — . - .
.. .
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wines like these red blends, .
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which are OUTSTANDING and .
consistently delicious.” . : - ."'
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Connecting
with us on
Facebook...
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Wineries
of Ontario

Lake Erie North Shore & Pelee Island
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Five great
destinations
to explore
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A strong brand




New brand elements allow us to create a common

mission
vision
positioning
essence
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personality

Welcoming

Proud
Pioneering

Passionate

humble, not overt

Connecting wines to food/
other cultural elements
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Climate
appellations
core varietals

people
local cuisine
activities

natural beauty



- respect for our land and the

wine country belongs to us
all

a shared provincial treasure

In what we do and how we
do it...



Wine Country is accessible

Wine Country brings

together local cuisine
and events




Th'e wineries role in helping our brand succeed



Communicating “authenticity”




Communicating “authenticity”

demonstrate
the behaviours

sell our beliefs

communicate
Wine Country’s

details, personalities




Visitors are
looking for

ah experience,
not just a tasting.




Collectively
telling our story

Creating a consistent
customer experience

\
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Brand loyalty is.an
emotional dgonnection



wine region

winery

unigue
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We have increased our investment in wine
country tourism



How to talk about




Wine Country Ontario is much more than a wine

category. We are about the whole experience, from

soil to sun to cuisine to music and shopping.
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Lastly we delivered
presentations to wineries,
tourism organizations,
DMO’s and government.



